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Source: SMMT. Annual car registrations, 2002 - 2018
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EASY RETAIL-CENTRIC MANAGEMENT BETTER QUALIFIED LEADS

BROADER PRESENCE REPORTING  & COMPETITOR DATA



GOOGLE  SHOPPING GOOGLE SEARCH









“When it comes to Google Shopping, 
7 out of 10 concentrate solely on managing and 
optimising only their campaigns in Google Ads”

Source: Shoptimised



“Approximately 85% of 

all Google shopping 

search terms are 

matched to keywords 

within your product 

titles”  

S
o

u
rc

e
: 
S

h
o

p
ti

m
is

e



Spotted boots?

Polka dot boots?

Dotted boots?





Blue Rain Boots Women’s Blue 

Polka Dot Rain 

Boots, Size 6

• Character limit of 70 (150 by Google)

• Front load key terms.

• Be descriptive using valuable keywords.

• Avoid spam such as CAPITALS, keyword stuffing and 

promo text.

• Include the most relevant product variables such as; 

size, brand and colour.

• Run search query reports to find alternative ways 

users search for your products



10%

The Dos & Don’ts Of Product Description Optimisation

Product Size & Shape

Pattern, Texture, Design & Material

Intended Age Range

Special Features & Technical Specs

BLOCK CAPITALS

A Description of your Company or Brand

Information on Billing, Payment or Sales

Promotional Text like ‘On Sale Now’ 



creating GOOGLE SHOPPING 
CAMPAIGNS



PRODUCTS PERFORMANCE HYBRID

“I bid on my brands and 

product lines 

differently.”

“I bid on top-and-low 

performance 

differently”

“I bid according to my 

catalog and 

performance”



“I bid on my brands and 

product lines 

differently.”

PRODUCTS

Apparel

Product Type Level 1

Womens

Mens

Everything Else

Product Type Level 2

Product Type Level 2

BRAND: Acme Apparel

Everything Else

Everything Else

Everything Else

BRAND: Beta Branded

BRAND: Catalan Classics



“I bid on top-and-low 

performance 

differently”

PERFORMANCE
Best Sellers

Custom Label 0

High Margin
Custom label 1

ITEM ID: 111

Everything Else

Low Margin
Custom label 1

Everything Else

ITEM ID: 222

Everything Else

ITEM ID: 333

Everything Else



HYBRID

“I bid according to my 

catalog and 

performance”

Apparel

Product Type Level 1

Womens
Product Type Level 2

Mens
Product Type Level 2

Everything Else

Bestsellers Custom Label 0

Everything Else

ITEM ID: 111

Everything Else

High Marg. Custom Label 1

Everything Else



1

Start by hovering over your 

product group until you notice a ‘+’ 

icon appear to the right. Click on 

that.

2

Google Ads will then switch views 

to the subdivision menu and 

adjacent to ‘Subdivide all products 

by: you should notice a dropdown 

menu.

3
You can then use this dropdown 

menu to decide which option to 

subdivide by,



• Category: Each will have products with the same Google 

Product Category within. 

• Brand: Based on brands submitted via your product feed 

in the Merchant Centre

• Item ID: With this option you can achieve partial 

granularity where the first 200 products can be broken 

down to the single item

• Product Type: You can set product type to whatever you 

want which can make it very easy to identify groups of 

products

• Custom Label (0-4): You have up to 5 custom labels to 

choose from and each of the 5 does not have to be the 

same for every product.



Optimising your SHOPPING 
CAMPAIGNS





LOW MEDIUM HIGH

Query Word 

Count
1-2 2-4 5 or more

Brand Reference Unlikely Very Likely Most Likely

Intent-Based 

Query
Unlikely

Likely (top-rated, price, 

comparison)

Likely (buy, online shop, 

financing options)

Product Matches Most Many Few

Last Click CR% Low Medium High

Traffic Volume High Very low to low Medium to high



£0.50

No Work No Performance

Top tip: Never use the same bid for your whole assortment



£0.65

Example:

• You are targeting your products by product type (in this example: weber BBQ’s)

• You need to achieve a ROAS OF 6.7

ROAS 10

£100 costs, £1000 revenue



£75 cost

£50 revenue 

£10 cost

£850 revenue 

£15 cost

£100 revenue 

Subdivision: weber BBQ’s

£25 costs, £950 revenue = ROAS 38

£0.01£0.65£0.60



Taking your campaigns 
further



96%

70%

49%

Remarketing requires that you add a separate Google Ads tracking code 

to your site or use your existing Google Analytics tracking code.

Visitor behaviour is then captured and used to build audiences.

This allows you to segment retargeted groups using either broad or 

unique criteria such as previous purchases or shoppers who abandoned 

carts.

For Google Shopping, there are two types of remarking you should know:

•Dynamic Remarketing

•RLSA - Remarketing Lists For Search/Shopping Ads



• Promote your in-store inventory: Let local users 

know that your shop has the items that they’re 

looking for, at the moment they search on 

Google.

• Bring your local shop online: Use the Google-

hosted local shop front as a robust, digital local 

shop front experience 

• Measure performance: Monitor the impact that 

your digital ads have on foot traffic and in-store 

sales.



Summary



It is incredibly important 

that merchants educate 

themselves not only on 

the fundamentals of 

Google Shopping, but 

also follow best 

practices on managing 

and optimising for 

profitability.

Don’t hesitate.
Get started today!



CONTACT

If you have any questions with regards to this presentation, please contact Emily Winter on the details 

below. 

Emily Winter

PPC & E-Commerce Specialist

emily.winter@linkdigital.co.uk 

Thank you!


